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Communication

5.1 Use of Email


	Know the rules for using email
	Every organization that uses email should have some kind of policy that covers how that resource can be used. Ideally, that organization's email use policy is written down and everyone in the organization is made aware of the policy. If there is no explicit policy, then review policies concerning the use of the organization's resources and use your judgment as to what is proper conduct.

	Treat email as though it were a traditional printed document
	While it may lack the formality of a memo with a company letterhead, an email can be just as legally binding as a traditional printed document. When sending an email message, especially a message sent to a recipient outside of the organization, ask yourself whether the content of that message would also be appropriate for a printed document. If you would not send it as a memo or letter, don't send it as an email. 


	Avoid humour in work-related email
	Humour has its place in the workplace, but in an email humour can cause any number of problems. If the recipient is an any way offended by the content of an email or its attachments, it may be considered workplace related harassment. Because organizations commonly archive email that is sent or received by the organization, it may be difficult or impossible for the sender to avoid responsibility. Also, keep in mind that the recipient of an email may forward the email to others inside and outside the organization, putting the reputation of the organization and people within the organization at greater risk.

	Make sure that your email will not embarrass you or your organization
	Before you send out or forward any email message, ask yourself whether the contents of that message will come back to haunt you. Subjects that are usually discussed in whispers at the office are best kept out of an email. Rumors, gossip, and other issues not directly related to the organization's business should be kept out of an email. Before you send out any email, ask yourself the following question "If this email were accidentally sent to everyone in the organization, would I be in some kind of trouble?"

	Keep personal email to a minimum
	Typically, most organizations allow a workers to use the organization's email resources for limited personal use. Check with your organization to find out what is allowed and what is not allowed. This may also be the case if you use the organization's resources to access a personal Web-based email system. 

	Remember that the organization can monitor your use of email
	Organizations are granted wide latitude in monitoring email use in the workplace. The contents of incoming and outgoing email may be reviewed by management or by technical support staff without getting prior permission from the owner of that email account.

	Minimize the size and number of email attachments 

	Depending on the system used by an organization, email with large attachments that are sent to large numbers of recipients may lead to a significant degradation in the capacity of the system. Alternatives to sending attachments to a large number of recipients include posting the attachments on the organization's Web site or sending the attachments only to those who request them. 


	Take extra care when you discuss sensitive information in an email
	When you send an email to someone outside of the organization, keep in mind that you represent the organization and not just yourself and that the organization may be held responsible for your actions or your promises. Also, if you send proprietary or sensitive information to an outsider, that person may be free to spread that information to others. Depending on your organization, there may be other classes of information that should not be transmitted by email either internally or externally. 


	Document and report illegal, suspicious, or unusual activity to the appropriate part of the organization
	This piece of advice is easy to follow when it involves activity by outsiders such as unsolicited email. If it involves activities or behaviors of people inside the organization, be sure that you follow established procedures for dealing with the issue.

	Exercise your common sense whenever you use email
	Because the way that any individual or any organization uses the Internet is constantly evolving, there will very likely be situations that have not been addressed by the organization. When in doubt or if the situation is ambiguous, review the organization's current policies and apply your common sense to the situation.



Basic Email Style and Grammar Advice

	Addressing Options
	There are three areas or fields where you can place a recipient's address: the "To" field, the "Cc" field (carbon copy), or the "Bcc" (blind carbon copy) field. The best option to use depends on the kind of email you are  sending and the number of recipients: 

Use the "To" field: Use this option for a single recipient or for multiple recipients if everyone already knows one another's email address. 

Use the "To" field and the "Cc" field: Use this combination for multiple recipients. The people in the "To" field should need to either to take some action or use the information in the message. The people in the "Cc" field need to be aware of the information, but do not need to take any action. 

Use the "Bcc" field: Use this option if there are multiple recipients, and the recipients do not need to know the addresses of at least some of the other recipients. All the recipients in the "Bcc" field will be able to see the addresses in the "To" or the "Cc" field, and no recipient will be able to see any of the addresses in the "Bcc" field. 

	Subject Line
	One of the most important parts of an email message is the subject line. Upon opening most email programs, the sender's email address and the subject line are the only parts of the email a recipient sees. Most recipients decide whether to read the email based on what the subject line says. The best kind of subject line is like the headline of a newspaper-it is clear, concise, and encourages the reader to check out the rest of the story. 

· Clearly describe what the email is about.

· Keep it short, using no more than about ten words (about 50 characters, including spaces).

· Use acronyms, words, or phrases that would be familiar to the recipient.

· Use appropriate language


	The Email Body 

	The body of an email is either a plain text message or a formatted HTML document with text, graphics, and links to Internet resources. 

The typical body of an email is relatively short, from one sentence to about one page of text or other material. Longer messages or ones containing something other than plain text should be sent as an email attachment.


5.2 Communication Barriers and Breakdowns


Some of the most common communication barriers and breakdowns are listed below. 

	badly expressed messages
	due to poor organisation of material, inappropriate words, poorly constructed sentences, omissions, ambiguity, lack of coherence, or failure to clarify implications and ideas;

	inattention by the receiver
	usually due to lack of motivation, so that messages are not read or heard;

	physical barriers
	such as distance, competing noise levels, messages crossing and becoming confused, too many or too few messages, volume too loud or soft, or physical problems (eg health, eyesight, hearing, tiredness or discomfort);

	insufficient adjustment period
	for example regarding changes of roster, location or skills. As the receiver will be concentrating upon adjusting to changes and implications of the changes usually require careful consideration, the communication should be prepared and delivered carefully and in plenty of time;

	distrust
	may occur where someone has a reputation for modifying original communication, so that receivers tend to ignore it or delay action;

	premature evaluation
	predicting or foreseeing the whole of a message when the communication is only partially completed prevents the transfer of any further information, since the receiver thinks he/she knows the whole message, and so stops listening! Ideally, one should listen in a non-committal, unprejudiced way, and check that one understands the whole of the message, before making a response;

	fear
	other emotions interfere with the process, for example when an employee fails to report a problem to the boss, or where the problem is only partly explained. This usually happens through fear of the consequences of full disclosure, eg rejection;

	individual frame of reference
	· this may consist of a large number of factors, all relating to background experience. The main ones are: 

(a) age — interests vary among different age groups, leading to ``generation gaps''; 

(b) sex — role concepts and attitudes may lead to premature evaluation of the message; 

(c) education level — the same words may have different meanings to different groups; for example swearing may be a sign of regard and affection in some cases but not others; 

(d) perceptual ability — the ability to understand ideas; 

(e) lack of confidence — may result in the message not having enough emphasis, receiving inadequate feedback (due to fear), or the sender only communicating what the receiver wants to hear; 

(f) past experience — unpleasant past experiences may cause negative reactions in the future. A person who suffered as a child from a shouting parent may not listen to a shouted warning. A person whose past experience has been narrow and limited may find it difficult to interpret new ideas. Over time, a perceptual ``filter'' may develop, so that people tend to hear what they expect to hear — whether it is there or not; 

(g) language, race and culture; and 

(h) beliefs and attitudes — such as religious, political, moral and social. These may be strongly held and ingrained, making them very difficult to overcome;

(i) literacy levels — An employer with employees who experience literacy problems in the workplace would be well advised to publicise to all its employees the Adult Literacy Hotline — 1800 02 1184. This is a freecall service for people who have difficulty reading. The service provides discreet access to assistance on an individual basis. Information on appropriate courses is also made available.

	Language barriers
	There are several ways in which language itself can act as a barrier: 

· different languages and dialects — if people do not understand, they may ``turn off'' and ignore alternative ways of communicating, such as gestures; 

· tone and inference — the way things are said and their implied meaning. Sometimes the two may contradict; 

· idiom — when words do not have their usual or ``dictionary'' meaning, eg ``kick the bucket'', ``fed up with''. People not familiar with such terms may not understand them; 

· language changes — particularly the spoken word; and 

· meaning and context — for example, ``the chair'' may mean different things to a home manager, a politician and a prisoner. Taking words or phrases out of their original context may result in confusion and misrepresentation.


5.3 Improving communication skills

Why do we have problems?

Some of the causes of communication barriers and breakdowns can be very deep-rooted, and therefore difficult to overcome, as the following points indicate: 

· communication is an extremely complex two-way process — both parties must ascertain the other participant's background and the context into which communication is being placed; 

· role-playing — we are taught to suppress feelings, be polite, and have the ``right'' personality; 

· generally we fear and avoid conflict — even though conflict is believed essential to development, many of us avoid it for fear of disrupting relationships — most of us tend to deal with conflict indirectly, politically; 

· we tend to draw conclusions, make assumptions, evaluate and judge rather than observe and report what we see, hear and feel; 

· mind-reading is frequently attempted, but often unsuccessfully; 

· clear self-perception or self-understanding is rare, as education does not concentrate on this aspect; and 

· education also tends to concentrate on one-way communication and competitive, rather than collaborative, skills.

In the work situation, many of these basic causes can be compounded by the work environment. For example, the existence of formal hierarchy and communication channels, ``office politics'', competition (eg for promotion) and the bringing together for no reason other than work of a wide variety of people of different backgrounds, experiences, ages, interests and personalities can all make communication more difficult. 

A rigid formal organisation may facilitate the spreading of masses of routine predictable information, but a new attitude or unfamiliar idea may face institutional obstacles. Conversely, a loosely structured work-grouping which can adapt quickly to change can also cause delays and errors, eg for the pay officer. 

5.4 Communication Styles

The following are some simple rules for improving verbal communication at work. 

Warning
Business people often assume communication is about facts or information, and that the first requirement of good communication is to set the facts out clearly and logically. If you accept this as the first requirement you will be in danger of failing to communicate at all. The facts on their own, no matter how clear or logical, do not guarantee that communication will happen. 

	Communication is first of all emotional. The right emotional tone must be established for communication to be effective. Sometimes there will be a natural emotional tone, but otherwise the sender must inject suitable feeling into the message. Gaining control over someone's emotional feelings enables persuasion to successfully take place.


Examples
1. Employees are shown detailed statistics on industrial accidents, or on drinking and road accidents, yet no behavioural changes result. The facts by themselves are ineffective communication. What was needed was something to make them care about the problems, or create some kind of emotion about safety. Some kind of feeling between sender and receiver must be set up, with information exchange and action based upon the feeling. This feeling can be either pleasant or unpleasant. 

2. A careful factual report prepared for management appears to have little effect on the decision made. In this case, the facts alone could not initiate conversation because human beings are not information machines and react to feelings rather than facts.

In some cases, however, the emotional feeling will have been set up either before communication takes place or independently of it, in which case purely factual exchanges will be successful. Examples include a factual reply to a solicitor's letter (the feeling is established because of the court case which is involved) or a bank's letter seeking information from a customer (the feeling revolves around the customer's desire to obtain a loan from the bank). 

Note, however, that it is unwise to assume that the necessary feeling is already inherent in a communication situation. It is safer to assume the audience is not already interested and interest will need to be created. 

	Communication works better when the target (person or group) has a chance to respond. Two-way communication is more likely to set up a kind of feeling which can lead to successful exchange of information, and to action.


Note that the response does not have to be visible or audible. A decision to do something is a response. 

Examples
1. In the training situation, employees should be involved by letting them question, discuss or generally respond to instructions/requirements and to the supervisors. Working off written procedures is less likely to succeed. 

2. Industrial relations is best served if management and workers sit around a table facing each other, and respond to each other's views. Though they may still disagree about some things, the area of disagreement is lessened and they develop some feeling for each other, which facilitates the exchange of information and views. 

3. Some press ads include a coupon which can be filled in, clipped out and sent in. This opportunity to respond to the ad makes it a better piece of communication.

	Too much information interrupts communication by causing the target audience to reject the message and go the other way (boomerang).


Finding the right amount of emotion to use can be a delicate and difficult matter. Those who find it hard to judge could consider seeking expert assistance to prepare communication tactics. Common examples where experts are sought include advertising campaigns, instruction manuals, signs, staff meetings, or any situation where substantial amounts of revenue depend on the success of the communication tactics adopted. 

Examples
1. ``Scare tactics'', such as gruesome road accident scenes or ``cancer kills'' posters often turn people away from the message by being too emotional, as receivers reject the message as not relating to them, as it is too shocking to be part of their lives. Hence they may disregard the issue altogether. An alternative to the ``cancer'' scare-word is to persuade employees that they are valuable assets worth a regular check-up. 

2. People respond negatively to anyone who pounds the desk or podium or preaches at us all the time about something. Coming on too strong with threats, or blustering, will turn people away from what you are trying to communicate.

	Creating a feeling of irritation can be effective in some situations. It is better to irritate receivers than to not reach them at all, provided it does not go too far and ``boomerang'' on the sender.



Some employees need to be goaded and prodded before management's message gets through to them. Irritation can be effective if used in moderation, as people who are irritated are at least listening, even though they may not think they are. 

Examples
1. Retail advertising irritates many through silly or absurd commercials; but in the future when you need to buy the product, that brand-name is on record in your mind, and therefore on your shopping list. A similar approach could be successful in a work situation, for example when setting up a health and safety program. 

2. Mutual irritation can be used as a basis to improve industrial relations. Strife is not always counter-productive, as it can provide a useful basis of feeling on which to build effective information exchanges between opposed interest groups. Some managers appear to enjoy and benefit from moderate degrees of animosity and irritation between themselves and union representatives.

	GUIDELINES FOR EFFECTIVE ORAL PERSUASION
Establish credibility
People who like, trust and have confidence in us are more likely to be persuaded by us. If we are considered to be competent and expert, to have worthy intentions, to be trustworthy, to have an ethical, dependable character, and to have a friendly, enthusiastic personality, we will be more persuasive in our communications and better able to relate to others. 

Use a positive, tactful tone
A negative, aggressive or condescending tone of voice may put people off, close them down, make them defensive or irritate them. While a respectful, direct, tactful approach may not in itself ensure effective communication, it will at least not harm our credibility and our relationship, and it will increase our chances of successful communication in the future. 

Present few ideas, logically, one at a time
Most people respond to reason most of the time. Straightforward, logical arguments, clearly stated, well explained and justified are more likely to convince people than those that are not. There is a tendency for us to think that five arguments or reasons are better than two. However, providing too many reasons allows people to grab onto the weakest of them and undermine our entire argument. It is best to present only a few of the most persuasive arguments and to present them one at a time to avoid the ``weakest link'' problem undermining the attempt to communicate. 

Consider this discussion: 

``We don't need a new personal computer in this office. The ones we have are not used all the time, it is an expense we can ill afford at the moment, new models will be out in a few months anyway and, besides, there is not enough desk space.''

This last argument provides a very weak link that the listener may well be able to capitalise on and use as a lever for winning the argument. 

Use emotion
Reason and logic are enhanced by emotional appeals. Using words that are active can help. People respond to emotion emotionally. That is, if we interact with an enthusiastic, emotional person, that person's words form only part of the impression they give. The rest comes from the person's body, movements, voice, etc. Therefore, if we want people to be enthusiastic about something, we must be enthusiastic about it as well and model that enthusiasm for them. 

Note that there are cross-cultural issues to consider before appealing to the emotions of others. For instance, Australians may respond to patriotic appeals less than Americans; emotional appeals to a Protestant work ethic may not motivate a Japanese manager or a Vietnamese factory worker. Understanding other cultures and learning from them helps prevent these sorts of mistakes occurring. 

Understand where the audience is coming from
In order to persuade someone, we have to know what motivates them. We have to have a sense of what is going on inside them. A simple, effective way to persuade someone is to appeal to the person's self-interest. To put it another way, find out that person's goals, and state how performing this task will help them reach their goals. 

If we know what motivates people, we can more easily persuade them by illustrating how they will benefit from our proposal. This is a form of the more general tactic of tailoring an argument to the other person, or finding common ground and building on it. If we listen to their objections, their fears or their reasoning, we have a better chance of positioning our argument and addressing relevant points. 

Source: Based on copy prepared by James Carlopio and Loretta O'Donnell, Australian Graduate School of Management, University of New South Wales; Management Consultants, published in Management Manual (CCH Australia Limited). 


5.5 The personal touch

Communication skills are hard to learn and require a great deal of practice. An initial step is to increase personal knowledge via books or research, but a far more useful approach is to become aware of both yourself and how you affect others when attempting to communicate with them. Understanding the latter enables you to devise the most appropriate means of communicating with other individuals. 

It is important to accept other people as they are. Remember everyone is rational from his or her own point of view. 

As well as following the rules for better communication and listening, managers can attempt to increase their competence in what are often referred to as interpersonal skills. In addition to self-awareness and awareness and concern for the feelings of others, these include ability to express ideas, general social skills, leadership, handling of conflict and the ability to motivate. 


5.6 Improving listening skills

As well as giving attention to one's presentation and persuasion skills, it is just as important to develop effective listening skills. 

When we are at meetings, briefings, seminars, etc, we spend a large part of our time listening or attempting to listen. When we are giving instructions or feedback, coaching, counselling, etc, it is important to hear, listen to and understand the other person, both in a verbal and non-verbal sense. The process of listening involves receiving information with your ears and eyes, giving meaning to that information and deciding what you think and feel about it. The level of distractions and pressures placed on people in work situations can often be so great that out of self-defence they do not listen, however important it may be for them to do so. 

Our emotions also affect our ability and willingness to listen. If we hear something and emotionally react by getting angry, frustrated, hurt or sad, this will affect our ability and willingness to listen. This happens very frequently in performance appraisal reviews, in which the good news is often tempered with the not-so-good news and the interviewee simply does not hear all the positive things that are said. 

Active listening
One way of improving listening effectiveness is by developing an active listening style. This style employs empathic, supportive behaviours that signal to the speaker ``I understand. Please go on''. Many people believe they already are active listeners. An active listener works to develop an atmosphere in which the speaker can express him or herself. Active listeners paraphrase and feed back neutral summaries of what they hear. This helps ensure that understanding has occurred. 

Active listening has four behavioural components (Hodgetts, 1991): 

1. Empathy is the quality of trying to understand the speaker from his or her own viewpoint rather than from that of the listener's past experience or personal preference. 

2. Acceptance is the quality of concern for the other individual's welfare. 

3. Congruence is the quality of openness, frankness and genuineness on the part of the listener. 

4. Concreteness is the quality of focusing on specifics and avoiding vagueness by helping the speaker concentrate on real problems and avoid generalities regarding the issue.

Good listening can greatly improve interpersonal relationships. It can lead to any number of more positive outcomes in our work lives and our lives in general. There are many different skills involved in good listening. 

	5.7 A GOOD LISTENER:

• Stops talking: If we are talking, we are not listening. 

• Makes eye contact: This shows interest and attention. It also allows us to ``hear'' and ``see'' what the person is saying. The eyes and face are very expressive. We can learn to listen with our eyes as well as our ears. 

• Exhibits appropriate body language: (eg head nods, smiles). This encourages the speaker and shows that his or her audience is following the conversation and is attentive. 

• Avoids distracting actions and gestures that suggest boredom: This shows the speaker that the audience wants to listen to him or her. If we read the mail, tap our fingers or glance at our watch while someone is talking, they have good reason to think that we are not fully listening to them. 

• Asks questions: This encourages a speaker and is evidence that we are really listening and thinking about what he or she has said. 

• Paraphrases: Restate what has been said to ensure understanding. Listen to understand, rather than to oppose, what is said. 

• Avoids interrupting: If interrupted, the speaker may think and feel that the other person does not want to listen to what he or she has to say. 

• Makes smooth transitions between the role of speaker and listener: Good listeners do not rush into speaking after another person has stopped. 

• Does not over talk: Once again, if we are talking, we are not listening. 

• Puts the speaker at ease: Establish an agreeable atmosphere, a relaxed manner, and showing interest in both speaker and subject. 

• Hears the speaker on his/her own terms: A speaker may start poorly but is likely to improve if placed at ease. Study any non-verbal signals carefully. 

• Is prepared on the subject to be discussed, if possible: by some prior research. 

• Evaluates speaker and makes allowances for their circumstances: by not pre-judging and concentrating on what is said rather than who says it. Allowances for drawbacks in presentation should be made. 

• Avoids being sidetracked by side-issues and sore points: Do not avoid listening to something with which you disagree and do not distort its meaning. As the mind moves faster than the spoken word, daydreaming becomes possible. 

• Listens for and summarises basic ideas: This may enable the speaker to clarify his/her thoughts. Some people find it useful to take brief notes on a pad as they go.


5.8 Facebook 

What is it?

Facebook is an online social utility that helps people communicate more efficiently with their friends, family and coworkers. The company develops technologies that facilitate the sharing of information through the social graph, the digital mapping of people's real-world social connections. Anyone can sign up for Facebook and interact with the people they know in a trusted environment.

www.facebook.com
Walk into almost any open-plan office in Australia today and you’re bound to see staff logged onto Facebook. 

The social networking site has become so popular - at last count there were 479,500 members signed up to its Australia network and more than 41 million Facebook users worldwide 

A retention strategy?

Corporate entities like IBM and Flight Centre seek and recognize the value of social networking sites in professional forums if only to be used appropriately and for the benefit of the company. Use of Facebook and sites similar to it enable varying levels of interactivity between employees and customers of a workplace; the ability to create online business hubs for two-way communication and discussion is easily achieved through social networking sites. With an overall consensus for “responsible internet use”, Facebook can be a workplace-friendly method of exploring the “new spaces of relationship-building, learning and collaboration”, deemed crucial to benefit business sectors considering the increasing rise of new media technologies and the shift towards efficient and effective online business practices.

Contract building giant, John Holland believes that “allowing employees to access social networking site Facebook can play a role in attracting and keeping young workers” .
Essentially, in an industry characterized by shortages of labour, “if you don't create the environment that keeps [workers] them in the system, they're gone” Thus, a workplace fuelled by ‘Gen Y’ advocates who believe in the importance of Facebook and seek value in what is simply: online, effective and efficient, interactive channels of communication – all endeavours that social networking sites so easily provide. And if Facebook is what they desire, and require in the workplace – Gen Y employees in the current workplace and inevitably, the future employed will only seek to work where Facebook seeks to exist and assume professional acceptance.

Will it reduce productivity?

The predominant argument concedes the notion that Facebook impedes productivity – which is ultimately, a major attribute that employers seek in their employees. In turn, the adage of wasting time and money inspires discontent among workplace authority, fostering tumultuous challenges for corporate managers, business-owners and supervisors across the board.

Using Facebook appropriately

1. Set up a policy for the use of Facebook – when appropriate times are i.e. Before work, Lunch Breaks and After work or perhaps a designated alternative time

2. Encourage employees to set up a Professional Facebook profile that is separate to their Personal Facebook profile

3. Encourage employees to utilise privacy filters to ensure that information transfer is appropriately utilised

4. Encourage employees to add and interact with new employees – welcoming them into the organisation

5. Set up social events for the organisation using Facebook to encourage employee use 

Summary 


Email connection is fast becoming the most common method of communication within the workplace. Inappropriate use of email can lead to employee dissatisfaction and lack of people connection


The following tips will help any user to avoid many of the hazards associated with improper use of email in the workplace. 





Summary 


Good communication across the organisation is a vital component of people connection. It is essential to identify and remedy communication barriers and breakdowns. 








